Abstract: Academic and business literature in Japan on merchandising, a core capability in the management of department stores, describe the "Buyers Manual" edited by the National Retail Merchants Association. This manual was introduced into department stores in Japan, as the nation was recovering after World War II. Among Japanese department stores, Isetan tried to transplant the knowledge presented in this manual by re-editing it into an in-house document entitled "Merchandising (MD) Notes." Subsequently, both of these sets of knowledge materials were transferred to multiple department stores when top Isetan managers left the company to join competitors. Focusing on these knowledge materials, the author analyzes the transfer of knowledge in the department store industry.
, the existence of the Japanese translation of the "Buyers Manual" published by Depato Shimbun has gone largely unrecognized. This is because the Japanese translation was sold by Depato Shimbun to department stores on a made-to-order basis, and there is no copy in the National Diet Library. During interviews on MD knowledge transfer with department store staff, I came across a copy at the Tokyu Department Store. This manual was available to every department store in the early 1960s, so it will not be a surprise to find that many department stores other than Isetan referred to it. What were the actual situations of transfer of knowledge? How was the knowledge described in the U.S.
"Buyers Manual" and presented in Isetan's "MD Notes" transferred when these management people left Isetan? This study attempts to explore the actual situations in which the tangible knowledge materials entitled "Buyers Manual" and "MD Notes" were transferred with an awareness of them. 4 Three patterns have been confirmed as regards the movement of management personnel between department stores. First, during the era of high economic growth, railroad companies established department stores in urban areas in quick succession, and mainly in the 1970s, recruited operation leaders from kimono-shops-turned-department-stores. The move of Yamamoto Munekazu from Isetan to the Toyoko Department Store (currently the Tokyu Department Store) was the first example of this pattern. Second, major department stores tend to dispatch managers to their affiliated companies to support management. The move of Yamanaka Kan from Isetan to Matsuya and the Tobu Department Store was intended to reinforce the Isetan-sponsored group of department stores (ADO). Recently, a third pattern has emerged where talented managers are scouted regardless of affiliation or partnerships. The movement of people from Isetan to Matsuzakaya, Odakyu Department Store and others follows this pattern.
It was about 50 years ago that the knowledge provided in the U.S. "Buyers Manual" was introduced into Japan. However, this knowledge transfer is not simply a management topic of the past related to the history of the department store industry.
I believe that this theme has remained alive from the which is suggestive for this study.
The available and effective approaches to knowledge transfer are still being studied (Kim 2002) . Previously published work discussing knowledge transfer includes studies by Nonaka and Takeuchi (1996) , Almeida and Kogut (1999) , and Leonard and Swap (2005) . They describe their approaches to knowledge transfer as follows: "the interaction between implicit knowledge and explicit knowledge occurs on an individual basis" (Nonaka & Takeuchi, 1996) , "knowledge in its context is transferred via human beings" (Almeida & Kogut, 1999) , and "Deep Smarts are fostered through guided experience" (Leonard & Swap, 2005) , all of which emphasize knowledge transfer "via human At that time, Yamamoto was holding study meetings on merchandise categorization almost every day with members of the merchandise division.
Yamamoto is said to have taken the initiative in fostering human resources and inculcating the basic 7 In his paper "Digital information revolution and fashion industry" (Okawa, 2002) Finally I found that the simpler the format of a knowledge material is, the more easily the knowledge is transferred and spread. Isetan's "MD 15 Training in the Manager System conducted as part of business improvement was also given by external consultants. (Saito, 1994, pp. 188-190) . 16 The Japanese version of the "Buyers Manual" was published between 1961 and 1963, while new department stores opened during these years (Odakyu Department Stores, Tobu Department Stores, etc.) and many department stores nationwide purchased it, but how it was took into practice is unclear. It is assumed that, rather than introducing and utilizing merchandising knowledge from the "Buyers Manual," these new department stores placed more importance on inviting ready-to-work human resources into management from established kimono-shop-turned-department-stores such as Mitsukoshi, Takashimaya, and Daimaru to achieve earlier practical operation.
Notes" were so simplified that users were able to keep only the headline of each item in mind.
Employees easily understood what they should do, and the notes were portable so that users could always carry them for ease of reference. 
252-256 of the 1979 edition).
It is significant that over many years there was no standard for merchandising items at Isetan other than categorized merchandising, and a belief permeated the employees that simply reciting these items and applying them would constitute complete merchandising. Since the idea of categorized merchandising was a concept applicable to every domain of merchandise sold at a department store, and the items of categorized merchandising were universal standards for merchandising, categorized merchandising took root in this company.
4-2. Knowledge taking root inside Isetan
After introducing knowledge about merchandising through the "Buyers Manual" edited by NRMA in the U.S., and creating the "MD Notes" for internal use, how did Isetan enable this knowledge to take root in the company? Examining this process will clarify the fruits of knowledge transfer. for example, the targets were babies and teenagers, and products for these targets were displayed. In the 1960s, demand-driven departments such as "casual clothes shop," "small size shop", and "large size shop" were developed one after another, but the concept and the merchandise composition followed the rules of categorized merchandising, and the employees easily understood them.
Similarly, operational organizations were also defined based on the standards of categorized merchandising, so their target shoppers and the merchandise composition were clearly identified. 18 It is evaluated highly that Isetan placed the essence of merchandising, that is, the concept that a department store should voluntarily carry out merchandise planning and assortment, at the core of its management, and materialized and practiced its philosophy as the "MD Notes," while most Japanese department stores concluded that American methods of merchandising did not fit their commercial conventions and practices and refused to introduce them. 19 The case of Seibu Department Store is based on my own experience as an employee of the store and on
The first difference is the standardization of the business terms in daily use by the employees. In
Isetan, terms related to categorized merchandizing were given a common definition throughout the company. In contrast, in Seibu, terms related to merchandising used among management personnel were very sensuous, and their definitions and perception among employees were inconsistent. 
5-2. Conditions for knowledge transfer
Isetan and Takashimaya discovered the U.S. In department stores with multiple outlets such as Takashimaya, merchandising leadership was often unstable, shifting to and fro between the headquarters-led system, the store-led system, and the regional division system. However, since Isetan's operations centered on its Shinjuku Flagship Store, cooperation between buyers and sales people was completed between the headquarters and the store front, so it was easier for Isetan than for other stores such as Takashimaya to extend the use of the "MD Notes," and apply them to sales section development and organization design. It can also be assumed that because Isetan retained the head-store-driven system, the merchandise division and the sales division did not become disconnected from each other, so the leadership was neither shifted nor conflicted. This enabled the company to maintain consistent merchandising operations based on the "MD Notes"
21 Kurahashi (1999) .
over a long period. 
